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[bookmark: _Toc194410544]Where to find information on how to do marketing 
· Tourism & Events Queensland 
· Tourism Australia


[bookmark: _Toc158015519][bookmark: _Toc194410545]About [Your Business] 

[Briefly describe your business, it’s offering, and its unique selling point.] 



[bookmark: _Toc158015520][bookmark: _Toc194410546]Marketing Objectives & KPIs

Our overarching marketing goal is to [insert key goal e.g. increase occupancy to xx%, achieve revenue or a profit of $xx, attract xx visitors per week or per year]. 


The key marketing objectives & KPIs for this year include
[Examples]
· Increase direct bookings (on our website rather than an OTA where we have to pay commission)
· Increase unique visits to www.yourwebsite.com.au by xx% from [month] to [month] 
· Grow newsletter subscribers by xx% from xxx to xxx
· Grow Facebook followers by xx% from xxx to xxx
· Grow Instagram followers by xx% from xxx to xxx
· Increase engagement on social media posts to x on average







Marketing Strengths, Weaknesses, Opportunities and Threats (SWOT) 
	Our marketing assets and strengths
	Marketing opportunities that exist outside of our business

	Examples:
· User-friendly, quality website with clear call to action
· Online bookings


	Example:
· Experience Somerset and Tourism & Events Queensland run marketing campaigns that I could leverage 


	Our marketing weaknesses
	Threats from outside of our business that could impact our marketing

	Examples:
· Social media engagement is low
· Social media skills could be improved (e.g. creating videos)


	Example:
· My ideal guests are using social media less or moving to new types of social media (e.g. video based)
· Younger adults have less discretionary money to spend on travel











[bookmark: _Toc194410547]Ideal Guests

Use this handout to get to know your ideal guests. Knowing them well will help you plan your marketing. 



[bookmark: _Toc194410548]Content Marketing 

The following platforms will form the content marketing strategy.

Website 
Most of your marketing activity should direct readers to your website, which means it must be up-to-date, user-friendly, and proactively driving conversion (converting website visitors to bookings, or at least ongoing engagement such as subscribing to your newsletter). Review and update your website, making enhancements ready for any marketing activity, including the addition of a ‘subscribe to our newsletter’ button. Activate Google Analytics for the website to support decision making. 

Blog
A blog with regular articles to answer guests’ key questions will support search engine optimisation (SEO). The articles will be distributed via your email newsletter and social media, and shared with Council’s Tourism Officers, and other relevant local tourism stakeholders with a request that they amplify reach by sharing it via their own channels.

Third party websites
Develop and review rhird-party website listings, particularly the business’ Google Business Profile, the Australian Tourism Data Warehouse listing, the local tourism website listing on Experience Somerset, your TripAdvisor listing, and any listings on websites such as Airbnb or Booking.com, ensuring that content is up-to-date and in line with your brand and key messages. 
Email newsletter 
Provide subscribers with reasons to visit via a regular (e.g. seasonal) newsletter. 
Social Media
Rather than focusing on posting alone, focus on increasing engagement and reaching new markets, such via your local, regional and state tourism organisations, and other relevant stakeholders such as influencers that your ideal guests are following. 

Having themes such as the following will take away the stress of posting regularly and consistently
· Benefits for guests of your offering (learn about benefits vs features)
· Things to do and see in the region – local attractions, events, and places to eat that would be of interest to your ideal guests 
· Testimonials from past guests
· Deals, offers

Marketing channels

What marketing channels will you use to reach your target market/s, considering what sources of information they use, who influences their decision making, and which media they consume?

	Marketing channel
	How will you use it?

	Your website
	 

	The Australian Tourism Data Warehouse (essential)
	 

	Google Business Profile 
	 

	Experience Somerset: destination website and marketing opportunities such as the visitor guide, visitor centre staff familiarisation tours, and marketing campaigns
	 

	Online booking websites (such as Booking.com for accommodations)
	 

	Social media that your target market/s use
	 

	Regular (e.g. seasonal) emails to a database of your past guests, subscribers from your website, and influencers that your target market/s listen to
	 

	Collaboration with other tourism businesses, such as by cross promoting and recommending each other
	 

	Digital advertising (on search engines and on social media)
	

	Signage in high-traffic locations used by your target market/s
	

	
	

	Collateral distributed by local visitor information centres (if your target markets use them)
	

	Traditional advertising, such as on radio – ensure you include a way to track results such as a QR code or special offer unique to the ad
	

	Media releases to relevant media (especially for your launch or any news, such as events you run)
	

	Other
	











[bookmark: _Toc194410549]Action Plan

The following action plan outlines the key tactics that will reach the target markets and achieve the marketing objectives.
[Plan for your identified ideal guests. Examples are provided.]
	Undertake social media training 
	
	

	Focus on communicating our competitive advantages 
· Build environment awareness – ensure our potential guests know the potential positive impact of our gardens and natural surrounds.
	
	

	Become trade ready – possibility to have this paid for by QCT?
	
	

	Participate in Experience Somerset’s cooperative marketing opportunities, especially to drive off and low season visitation
	
	

	Leverage events for off and low season visitation
	
	

	Update social media profiles and third-party website listings.
	
	

	Set up a system for social media e.g. allocate 30 minutes per week to schedule social media content
	
	

	
	
	

	
	
	

	
	
	

	[If there are specific tactics to attract your primary target market, list those here. An example might be a competition in partnership with a family-travel website if you are trying to attract families.]
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